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ABSTRACT

A The impact of media marketing strategies on ,
" ‘continuing education enrollment at the State University of New York
College at Brockport (SUNY-CB), was evaluated. The evaluation of N
advertising impacts used advertising records of SUNY-CB and other

area colleges and a telephone questionnaire instrument. A stratified,
random countywide sample, in addition to the college continuing
education students, was surveyed to determine-the differential impact
of media types and the media -impact on the college's new and "
returning continuing education udents as, well as on the general
population sample. Of the 400 continuing education students enrolled
in the fall 1981 semester in credit courses, 215 participated in the
telephone survey, ™in addition to 290 couhtywide respondents. The
Statistical Package for the Social Sciences (SPSS) was used in the
analysis of responses. The primary way in which the 'respondents heard
about the college's continuing education offerings was determined.
Respondents were asked whether they saw or heard any advertisements.
for the continuing education program, and whether the marketing

L

strategies encouraged previous students to continue, or attracted new
students. Another aspect of the research was to identify advertising
conducted through the local media by other area colleges. It was
found that: (1) respondents wereé not very aware of the college's
advertisements: (2) the electronic media appeared to have had little
or no impact iﬁ\@ither respondent group; (3) newspapers seemed to be
the most effective media; and (4) direct mail was an effective i
appfoach. These findihgs provide -the basis for four recommendatioms
regarding the school's marketing approaches, including centralizing
marketing efforts and enhancing’program reputation among faculty and
students. (SW) ‘ : ‘
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.y Abstract . -,

’ -

" In urder to attract cont1nu1ng educat10n students, the State
Un1¢er§<ty of New York College at Brockport (SUNY -CB) das taken a media o ‘_\
market1ng approach. To determ1ne advert151ng impact, an eva]uat1on was f X
undertaken uti]izing advert1s1ng”records of SUNY-CB and other area co]]eges
and a te]ephone quest1onna1re jnstrument. A strat1f1ed random county- o .

wide sample, in add1t1on to the c011Ege s cont1nu1ng education students, ,

¢

~was surveyed From th1s study it was possible to determ1ne the d1fferen~

hd 1

e | tial 1mpact of‘med1a types and the med1a impact- on the college's new and ~ )
returning cont1nu1ng education students as well as on the éenera1 population
sample. Th1s study allowed recommendations for cost reduct1on by 1nd1cat1ng

r target areas and appropr1ate med1a types fb ach1eve ‘increased enrollment

K y1e1d Also, dec1s1ons can be made as to how to 1ncorporate this evaluation

process as a feedback 100p into the p]ann1ng process for future advertising.




Adu]t Cred1t Enro]]ment at Co]leges and Un1vers1t1es in New Ypék State," ‘

N

. _‘ Eva1Uatw6n of the Impact of Medfa, Market1ng R
: Strategies on Cont1nu1ng Educat1on Enro]]ments

»

IntrodUct1on

In alignment with nat1ona1 predictions, the State Un1vers1ty of
" New York Co]]ege at Brockport (SUNYC@) has,exper1enced a decline Jh,tota]_

enrolled students, both in headcount and in fdf?’ e equiva1ents Prospects

of revers1ng this trend are hampered by a " 24% decrease in .the poo] of h1gh
schqu graduates projected for 1985. In part, to offset é%ro]]ment difficul-

't1e§f there has been,1ncreased emphas1s on attract1ng non- matr1cu1at1ng

students through cred1t course en 1ments in the‘College's Cont1nu1ng Educa—

<

" tion cdmponent

Io determ1ne advert1s1ng 1mpact and effect1veness, an exploratory '

[

evaluation wast conducted. ‘The med1a ?dvert1s1ng types assessed were tele-

v1s1on radio and newspaper The pr1mary purposes of this study were: -

” 1. torexamine and to eva]uate th'Co11ege s existing )

”»~
media marketing strategies.

2. “tpsidentTfy~%he~manketing_conducted through the

.
local media by other area colleges. . e
T3 determine the d1fferent1a|“Tmpact“0f°medﬂa t}pe -
> 4, to determine the cost effect1veness of med1a f‘ .
advertising. :
5. ‘to provide recommendations for improvement. “E e . .
Literature Rev1e; ‘ 6 | P -

a

"Adu1$ PopuTat1on Poo]s Adu]t Part1c1pat1on Rates and Proaected

/
v/
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Braun - (1980), spec1f1ca11y addfessed the issue of adu]t enro]]ment iin credit
course programs U&ad);set the' dec11nes in traditional college students Thy -
‘author made’ it qu1te clear that for the Toss of one trad1t1ona1 undergraduate,

@ four aduTt Tearners were needed as an offset and at the graduate level three

PR adu]ts were ‘needed. These rat1os occurred due to the part- time nature of
@ ) . N

. -

adu}ts, resu1t1ng 1n xmplementat1on of part-time programs and in add1t1ona1

t ” e

adm1n1strat1ve costs . -

> y

Braun deve]oped a series of proJect1ons through 1990"-0n the 1ncrease
5 -

in the adult pepulation pool over 25 years of age, the decrease in the pool
K , of 1nd1v1duaﬂs under 25 years of age, and the . co]]ege participation rates of

each pool. The bottom 11ne became market1ng strategies targeting adult

enro]]ment can he1p offset ‘the decline in trad1t1ona1 co]]ege students

" However, in order to comp]etely offset the decline, the1r part1c1pat1on rate
weuld have to triple! Therefore, to‘ignore,this population pool, would be,
to ignore a major source of potentia1 students, But, colleges should not

[y

depend solely upon enrolling more adu1t students. . a

‘\Kreutner and Godfrey in l‘Enronent Management A New Vehicle for:

Inst1tut1ona1 Renewa1 " (1980) advocated a program which 1ncorporated an
Pl

Enroliment Management Model. It was 1mp1emented -at the Un1vers1ty of

PR, 3.5 (W}

Ca11forn1a at Long Beachv Essent1a11y, this was a program for 1ong and short
<3

range planning to contr01 enro]]ment Key features included co11aborat1ve

re]ationsh1ps among Vice-Presidents to ach1eve goals wh1ch crossed d1v1q1ona1

’

lines, assignment of" respons1b111ty ‘for the systemfexminaiement an institution-

~ . wide commitment, and realignment of college functions that-were central to
the system's concept ahd process The process itself was cqmpr1sed of four

modules: marketin services, enro]]ment serv1ces, retent1on services and
g

research services. This wag‘a c1osed system w1th~the research com ponent

(=24
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napproachf/ Eventua]]y, the pool of non- ~traditional st\ﬁents w111 also "dry up"\

‘respondents part1c1pat1ng in the survey was 290. -

v ¥ B !

_ serving as the data generator and as the eva]uator .to close the feedback Tpop

by summar1z1ng the activities-of the other three. modules. ‘ o

The author s content1ons were ‘that market1ng alone is an hygienic \
|

T9%

In- order for colleges to achieve’ success in determinirg thedr own futlres

.

rather than being molded by f]uctuat1ons in enrollment, they should 1nst1tute
\

a program for p1ann1ng and redef1n1ng their enro]]ment goa]s g
Quest1onna1re Design and Methodology . N
- . N
Qur first step was. obta1n1ng a 11st of te1eV1s1on stations, radio

stat1ons and newspapers in the county “and co]]ege advert1s1ng records during

Angust,and early September. Developing a telephone survey instrument was
achiehed using a collaborative approach with a brainstorming-sess1on followed
by distribution to severa] 1nd1v1duals (1.e. Provost,.Vice Pres1dent for
Administrative Servtces, Dean for Pub11c SerV1ce ana\Cont1nu1ng Educations

2
etc.) for suggestions and comments. Once the survey instrument was finalized,

we attempted to survey all of the approximately 400 continuing education

e e

students ‘enrolled at SUNY College at Brockport in the Fall 1981 semester in

credit-bearing courses - of this group, 215 agreed to participate in the .

survey. Another 450 1nd1v1duaﬁs comprised a rahdom sample from the county

.

in which the Coltege :is 1ogated The 450 county-wide respondents were
selected us1ng a stratified random approach. With-the telephone exchanges .

in the county prov1d1ng equa] area representat1on, a constant percentage of
A\

the popu]at1on was drawn from each exchange. The f1na1 number of county- w1de.

-

; Ang]ysis 1nc1uded the use of the- Stat1st1ca1 Package for the

Social Sciences (NIE et al,  1979) to_determ1ne the‘d1fferent1a1 impact of

P
+ . 4
. -
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.media. types, media impact on our new and returning Continéiing Education

-

students and the impact on our sample of the general population. Anajysis ~

was conducted emplaying two specific techniques, i.e. frequencies and

crosstabs.

Q . Frequencies were obtained for certain dataitems to determine N

their re]at1ve importance. Crosstabs prOV1ded a compar1son of the two

.

samp]e popu]at1ons and their d1fferences on se]ected variables.
(. Ny i
The analys1s also compared the impact of our own advert1s1ng with

the advertising impact of other area cblleges' medja efforts. fo

~ 1. s

Results ; N _ ' ’ ,
As the f1rst step in exam1n1ng and evaluating Briikport S

ex1st1ng advert131ng strateg1es, the Continuing Educat1on credit-course

‘ student. samp]e was asked: "How" did you hear about Brockport Continuing

Education?” They were instructed to g1ve mu1t1p1e replies. The1r responses

were as follows: 7
— -—~.~—¥-~J|~-,- '*“Ma"i*:lﬂ S e --—8? _3%.1 -
2. Students + S 78 30.6
3. Faculty/Staff . e 22.4
4. Newspaper . F ' 25 9.8
5. Television o | . > 4 g 1.6
6. Radio . , ____41_ (.1“.6
Total 255

The primary contact source was mail with 34.1 percent. Persona] %

contact with students, and faculty/staff comprised another 30 6 percent and

&2.4,percent, respect1ve1y.‘ Thus, only 13 percent of SUNY Co]]ege at -

<

/ .e .® . .
»
, . o ' * -
. -
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Brockport 5 215 Cont1nu1ng Education samp]e heard abqut Brockport through
the local media: The électronic media W1th only 1.6 percent each fared
more poorly -than neWSpapers (9.6 percent). ‘

-~ Another question was posed'to‘both groups: "During this past
summer, did you see or hear "any advert1sements for Brockport s Continuing

Eduéation'Program7" There were 152 affirmative responses, 92 credit- e

J -

course students and 60 individuals fr the/tounty-w1de samp]e. The most

remembered - advert1s1ng medium was overwhe1m1ng1y newspapers with 119 re—

sponses,~te1evision was second~with"39mresponses and f1na11yn rad1o with

{ 4

- 30 responses.
An additional question was asked of bothhgroups to determine
_whether the market1ng strategies encouraged ‘previous students to cont1nue

,and/or drew new students The quest1on posed was: "Have 3ou prev1ous]y

,taken Brockport Cont1nu1ng Educat1on courses for credit and/or'non -credit.”

Respondents were 1nstructed to answer either yes or no for each type.’ The

fo]]ow1ng chart 111ustrates the responses.

- -

CREDIT STUDENT ~  COUNTY=WIDE SAMPLE -
YES NO YES . NO
: # % # % # % # %
Previously Took - ‘ :
Credit Course o 1TH 51.6 104 48.4 8 2.9 271 96.8 |
Previously Took
Non-Credit Course 8 . 3.7 207 96.3 2 .7 276 -98.9

From th1s information, we can deduce that 111 Brockport students
w%re cont1nu1ng, or returning to their studies, and 604 were enro]led for
the f1rst t1me in a credit- genera¢1ng course of those 104 students, most
were neéw to_the institution s1nce,of the students taking credit courses,
an 1ns1gn1f1cant number had prev1ous1y taken non-credit courses. Theregore, \
‘ non- -credit part1c1pat1on does not tend to generate credit-course eh\ol]ments
-9




Areca11ed ads for one or two co]]eges, the county -wide sample cons1stant1y

hThere was a. no%1ceab1e difference between the two samp]e groups

' A second aspect of this research was to 1dent1fy advert1sxng
conducted through the local media by other area colleges. Survey part1c1pants‘

in each atoup were asked: "During this past summer, did you see or hear any

advert1sements for any other colleges in ‘your area?" Mu1tip1e replies .

- }

spec1fy1ng co]]eges were requested The responses of each group are shown

in Table 1 for each coﬂ]ege named
e

the Brockport cred1t,students.d1ffered from the county-wide sample in their

Within each group it was motab]e that

4

awareness of med1a advert1s1ng Where the Brockport students primarily:

recalled ads for three and four colleges. This velidated earlier findings

-

hat Brockport cred1t vourse students heard about the co]]ege through the

‘ ma11, students and “faculty ftaff rather than through the various media.

In add1t1on, Tab1e 1 1nd1cates the overall impression ach1eved N
' N

‘ through the advert1s1ng of var1ous ‘types of colleges, i.e., 2-year public,

. ’

4-year private and master, university. The most v1s1b1e 1mpact was ach1eved

by "A," a Z—year‘pub11c institution with 28.4 percent of the comb1ned groups

reca111ng their ads. A un1vers1ty, "E," with 24.6 percent and one 4- xear

pr1vate and.masters college 5 "C," with 23 1 percent alsomachejved 1ast1hg
- . . \ ‘ T et e v""'"' s - *~\——->.
1mpress1ons, o e . .
v ‘/ ) . 4
when survey participants were esﬁgﬁned on “"other college

advert1sements" mentioned prev1ously, ‘th quere a1so askéd to identify
the particular med1um through wh1ch they saw, heard or read the ad.
\Again,
the Brockport students remembered fewer ads, plus, they were less 11ke1y

%

to 1dent1fy'spec1f1c stat1ons or publications. The county- -wjde sample

p

respondents were more discriminating, naming part1cu1ar TV statiens,

r

+ ’ . s o .
- o010
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s © TABLE T 4 o
g « _ Othér College Advertisements
-' . .
COLL ] COLL 2 COLL 3 COLL 4Y&‘5 . COLLEGE TOTALS
~College "CRDT ° CNTY CRDT CNTY CRDT  CNTY "CRDT CNTY - CRDT . CNTY :
Code - STDT  SMPL  STDT SMPL  STDT  SMPL  STDT §MPL , STDT® - SMPL. GRAND TOTALS -
.. . f 5 _t % _4 4 -
. 2 Yr. Public ' >
A (32 50 7 16 4 6 0 3 43 32.1 75 26.7 118 28.4
. ) , , :
4 Yy. Private & Masters . ! )
B 13 5 5 , 4 2 2, 0-. 9 20 150 20 7.1 40 9.6
C - 15 .".~16 12 T 24 3 18 7 1 31 23.1 65 23.1 96 23.1 2
D 11 "6 4 2 2 -0 6 15 11.2 16 5.7 31 7.5
. N . ; :
University . R . .
E. N 46 . 9 22 0 16 0 3 15 11.2 .87 ~31.b 102" 24.6
A'\;."
Ne -
Other . ' .
B - 10 2 3 1001 0 4 10 7.5 18 6.4 28 6.7
Column Totals v | . =
T 8¢ 133 39 7 10 45 1 32 134 32.1 281 67.9 415 190.0
o . : . ) i
Legend | . : - " o V
CRDT/STOT = Brockport Continuing Education Credit Student )
CNTY/SMPL = Stratified Random County-Wide Sample ' ' o
COLL = College S SR I

4
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and‘ContinUing Educaél In addition, academic departménts dEVeioped

- " : : ; A X\ -10-

~

and newspapers.
For both groups, the maJor observations weréfthat newspapers

werEwthe strongest medium with 287 responses or 60.8 percent, although

68.6% of these responses were not for a specific paper. - Television

/
was second with 143 responses or 30. 3 percent, while 77.6% were not for /
specific stations. Radio captured only 42 responses or 8.9 percent /
and 41 of the 42 responses were for an unspecified station.

In attemp;ﬁng to gather budget data to determine the cost
effectiveness of SUNY Coiiege at Brockport s advertising for Summer 81,
it became apparent that there were three primary areas to consider.

Cummunity Re]ations (News Services), Fine Arts, and Pubiic SerVice

-/

and distributed many indiVidua1 advertisements at their own initiative.

This resulted im the inability to calculate accuratecand ‘complete. cost

': ana]ysés Budget information that was avaiiabie is as fo]]ows.

/’\ . ’ ‘ Y
Commurity SEFV1Q%t - $3.,47% annual advertising
Fine Arts - 590 Summer 8i advertising

Public SerVice & ‘Continuing- ffﬁ Annual printing and
. Education . mailing

In addftjon, $20,000-$25,000 was‘spent on a television advertisement0

. referﬁed to as an "image" piece in the Spring of 1981.

N Y

" SUMMARY :

’

Brockport currently spends a great deal of money on advertisements
and recruitment for Continuing Education studentss, but our own Continuing

Education students and a county samp]e do not sesm- to be very aware of

’

them. “Both groups are, in fact, more aware of other co]iege apvertisements

than our own. The e1ectronic media appear to have ‘had 11tt1e or no impact

S
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on* either group, and th1s f1nding is important since the costs are highest

in these areas. Newspapers seam_to be the most effective media for both .

groups and the re1at1ve1y low cost makes it an attract1ve opt1on Direct

mail 1s an effective approach as wells and should be continued. -

RECOMMENDATIONS: ‘

1. Centra]izermarketing/advertising to unify pieces and present a
positive image oﬁ:toe col1dye. Evaluate each piece to determine ; .
fmpact, effectiveness and. cost/benefit. - : o -

2 Concentrate on direct mail and newspaper advertisements for the .
Contfnuihg Education market. | '
“ 3. Reduce or eliminate radio and TV advertisements unless their .
imp]e%entation focuses on a well defined'group and can;be expegtede
\¥ . to achijeve measurable results. An eva1uat1on component is particu-

N

- larly important in this area because of the potentially unfavorable
= cost/benefit ratio. ﬁa»
4. Word of mouth is an imporiantlrecruitment stfategy—rwheiher“'facu]ty .
or students—and it has been shown to be the most frequently mentioped

source of 1nformat1on Continued efforts are needed to insure a

| quality educational product S0 that the reputat1on of the Continuing' ¥

Education component will serve as 1ts own recruitment device.

K3
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